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Message from the President

REGIONAL DIRECTORS
Region One:
(CT, DE, ME, MA, NH, NJ, NY, PA, RI, VT)
Rob Arey –Polar Caves Park, NH
rob.arey@polarcaves.com Ph: 603-536-1888
Region Two:
(MD, VA, WV, KY)
Rho Lansden – Lost River Cave & Valley, KY
rho@lostrivercave.com Ph: 270-393-0077
Region Three: (IL, IN, MI, OH)
Claudia Yundt - Squire Boone Caverns, IN
claudia@squireboone.com Ph: 812-732-4382
Region Four: (AR, IA, KS, MO, NE)
Steve Thompson - Bridal Cave, MO
steve@bridalcave.com Ph: 573-346-2676
Region Five: (MN, MT, ND, SD, WI)
Joe Klimczak - Cave of the Mounds, WI
joe@caveofthemounds.com Ph: 608-437-3038

This will be a brief message as I’m tired to the bone from working non-stop to get our
attraction open. As we are up in the North Country and we literally had ice on our trails
till a couple of weeks ago, we have such a short time-frame to get everything ready.
This includes building new stairs & ramp we lost in a late fall flood. Unlike many of the
cave attractions, much of our tour is above ground.
Read on for a timely issue with an exceptionally good section by Jeff Campbell on how
they approach selling in their gift shop.
I hope many school and scout groups have been visiting and hope you all had a great
Memorial Day weekend.
That is it from your very tired President.
KMF,

Greg Beckler

Region Six: (CA, ID, NV, OR, WA, AK, HI,
Barbados, Bermuda)
Matt Doyle – Lake Shasta Caverns, CA
mdoyle@lakeshastacaverns.com
Ph: 800-795-CAVE
Region Seven: (AZ, CO, NM, UT, WY)
Steve Runkle - Cave of the Winds, CO
rsr@caveofthewinds.com Ph: 719-685-5444
Region Eight: (LA, OK, TX)
Ed Mayfield – Caverns of Sonora, TX
edmayfield@mac.com Ph: 325-387-3105
Region Nine: (AL, FL, GA, MS, NC, SC, TN,)
Patty Perlaky – Raccoon Mt. Caverns, TN
caveperl@yahoo.com Ph: 423-821-9403

Red Bull Winch Sessions: Lost River Cave
The super-secret project we have worked on since the first of March is finally ready for
all to see. Red Bull invited professional Wakeboard athletes to perform feats of daringth
do inside Lost River Cave. Red Bull is the 5 largest brand on social media in the
world. Each of their You-Tube videos has nearly or more than a million views. Rock
On!!! http://www.alliancewake.com/skate/red-bull-winch-sessions-lost-river-cave/

Rho Lansden
Lost River Cave

Steiner Scholarship Awarded to Ruby Falls Employees
Ruby Falls is proud to honor the following employees with the annual John T. Steiner, Sr.
Memorial Scholarship, Keldon Caparell and Brittany Strauss. This scholarship awards
employees who are outstanding students in college, selected by a scholarship committee. Mo
Steiner, widow of Jack Steiner, Sr., represents the Steiner family in awarding the
memorandums annually.
Caparell is a freshman at Chattanooga State Community College and plans to become a
dental hygienist. In high school, she was captain of the color guard, played on the golf team,
and walked Relay for Life. She has been with Ruby Falls for three years.
Strauss attends Chattanooga State as well, currently studying physical therapy. She was very
involved in high school, participating in theater, multiple sports and various academic clubs.
Outside of school, she volunteered with the Chattanooga Food Bank and is an active
member of her church. Strauss has worked at Ruby Falls for four years.

Hugh Morrow
Ruby Falls

Brittany Strauss, Mo Steiner, Keldon Caparell
Brittany Strauss, Mo Steiner, Keldon Caparell

Post NCA Convention 2013 Canoe Trip on Current River, Salem, MO
Immediately following this Fall’s NCA Convention in Camdentown, MO we will be leading a canoe trip on the Current River near Salem,
th
MO. The canoe trip will be on Friday afternoon, October 18 . Steve Thompson has assured me that the Convention will be over on
Thursday evening and that Friday is wide open for activities.
This trip will be similar to the great trip we took after the 2009
NCA Convention in Branson. Here is a photo of the happy crew:
Some specifics:
We hope to be on the river by late morning and off by about 3 or
4PM. It is about a 90 minute drive from the Convention site to
the canoe rental at Akers Ferry.
The Current River is a National Park and has unbelievable
scenery. We even canoed into a cave. The river is considered a
“Class 1” river and suitable for beginners – no experience
necessary. You will be able to rent canoes or single kayaks.
You only need old shoes that can get wet and a change of
clothes. Ask Jim and Cheryl Richards about getting wet! A hat,
sunscreen, a small cooler with water and a jacket will be handy
depending on the weather. Cost should be about $40 to rent the
canoe – I’ll try to get us group rates depending on how many are
going.
Any questions? Give me a call (502-552-2038 cell) or Email me at Gordon@marengocave.com
Please join us for a great time -

Gordon and Judy Smith

Get Well Wishes…
We would like to inform you that our good friend Pat “Woody” Woodruff was in the hospital for a short time in May and is reported to be
on the mend. We wish him all the best of good health! He’s looking forward to spending time with family on Put-in-Bay this summer.

NCA Buyers Group Talk
Our goal as Retail Buyers is to sell, sell, sell. There are many things you can do to raise per-person spending. Most of these are
extremely subtle and usually do not cost you much, if anything. Operating a clean shop is one. As Vickie mentioned last month, your
areas should always be tidy. That includes the merchandise as well as the store. If a shopper notices dust and fingerpri nts they can
incorrectly assume that you don’t care. Always remember that the cleanliness of your retail area is a reflection of you.
Many of you have asked how we keep our stores at Fantastic Caverns looking the way we do. Before I came to work in the family
business I was classically trained as a retail merchandiser and buyer for a local department store chain. In doing so I learned the “art”
of presenting merchandise. With that said I will try and share
some of the subtle yet effective ways to create a display and
arrange a store.
When you look at a display, all that should be seen is the
merchandise. If there is vendor branding, remove it. None of us
offer “name brand” items. That is important when you are selling
Calvin Klein, Vera Wang or some other nationally recognized
brand. Nothing that any of us offer has that impact. Your vendors
would probably argue that point, but they are wrong. If anything,
you should create your own brand. Look at private label stores at
the mall. Companies like American Eagle, White House Black
Market and Hollister have been hugely successful in creating their
own brand. This allows them to set prices at the level which they
are comfortable with, not what vendors tell them it should be. It is
quite easy to do this. But let’s focus on merchandising for now.
Never place price tags where they are visible. All labeling should be on the back or bottom of the item so that it has to be picked up to
locate its cost. A display should be pleasing to the eye and labels cause it to be visually interrupted and this can be subliminally
frustrating to the shopper.
Items should always be presented in a “new” fashion. One thing that is easy to overlook is the price tag itself. If it starts to look worn, it
should be replaced. Dirty or frayed labels suggest that merchandise has been around some time, and while that may be the case, you
don’t want the customer to realize it.
Displays should always be faced out and full. For those unfamiliar with facing out, the front
of the product should be facing the front of the display and each item should be arranged in
the same direction as the one next to it. When it gets further into the season, or you are
waiting for a reorder, always make sure that the merchandise is pulled towards the front. If
there are empty areas they should be at the back of the display. When merchandise is
pushed to the rear, this will also cause the visitors scan to be visually interrupted.
Another subtle thing that you can do is colorizing. When putting together a display, always
remember “ROYGBIV”. That stands for Red, Orange, Yellow, Green, Blue, Indigo and
Violet. Arrange the colors from left to right. Never forget that most of the world reads from
left to right and scans things in that direction as well. If items are not an array of colors then
they should be displayed from light to dark. Grouping like colors together is more pleasing
to the eye.
If a display has many layered shelves, which most do, then you should merchandise
vertically and not horizontally. Remembering most people of the world scan from left to
right, you want them to notice the multiple items on the display. If you have all of the coffee
mugs on the top shelves and the shot glasses on the lower shelves, most people will only
see the coffee mugs. So you should be able to scan the top row of shelves and see
everything that is represented on the display. This also keeps everything at eye level or
close to it. The average shopper is less likely to bend over to look at something.
You should always keep in mind that if a visitor can’t touch it they are less apt to buy it. We, as shop operators, tend to want to
“protect” some items in display cases. This is usually because they are more fragile, but most people don’t want to ask to see
something. Keeping things “locked up” can decrease the volume immensely. The only things I keep in display cases are used for
interpretive value and are not for sale.

Another way that some shop operators discourage merchandise handling is with signs
like, “You Break It, You Buy It.” If you have these, take them down before you finish
reading this article. Requiring a customer to pay for an accident is a good way to send
them off the property with a negative feeling. How would you like to read a TripAdvisor
review that says, “The cave was beautiful, but they made me pay for an accident I had in
their gift shop.” Most likely that person is going to rate you as a 1 instead of a 4. Is
getting the money for that broken item really worth the chance?
Someone once told me, “You can’t make an omelet without cracking some eggs.” This is
true in merchandising. If you offer breakable things, you will have some broken. But the
increased volume of having the items touchable usually makes up for the breakage. If
not, then as a retail buyer you should evaluate that item. If the breakage causes the
COG to increase to a level you are uncomfortable with, then maybe you should find
something to replace it.
Believe it or not, proper cleanliness and merchandising also allows you to increase the
retail price of items, making them more profitable. At Fantastic Caverns, we operate on a
25% to 30% COG. This includes the breakage mentioned above as well as shrinkage. It
also includes marked down merchandise that I felt was not selling at the level it should be. I know most of you are hesitant to mark
things down. Look at it this way though, would you prefer to keep a slow moving item over multiple seasons, or admit you might have
made a mistake and get rid of it? This allows you to dedicate that display to something new that could dramatically increase per-person
spending.
Price points are very important also. Like it or not, you should never end a price with $ .00, but always with $ .98 or $ .99. American
shoppers seldom look past the decimal point. By using the price of $2.98 in place of $3.00 consumers see a price point of $2. There
are also some price points that can mean death to sales. $9.98 is much more palatable than $14.98. If the wholesale of an item
increases to the point of needing a price adjustment, I absorb it into the $9.98 as long as I can. Then I raise the price to $19.98. Prices
that are in the increments of our monetary system are much more easily accepted by American consumers.
Vendors would like you to believe the retail world functions on a “keystone” markup.
Actually very few industries use that model anymore. The vendors want you to believe
this because they sell you more merchandise in this fashion. Most private label retailers
function at a 3 time markup. You can greatly affect per-person spending by using a
higher margin. It is to your advantage to sell items more profitably.
When arranging your store, care should be given to the pricing and signage. Less
expensive items should be located at the front, and there should be a sign that displays
that low price point proudly. This encourages visitors to go farther into the store. If the
higher price points are at the front, the shopper assumes that this is what everything will
cost. You always want to present a value first.
Your displays themselves can send a message as well. No matter what type you have,
always make sure they are in good visual repair. Give them a fresh coat of paint over
the winter or make sure and glue the formica back on if it comes loose. Believe it or not,
a fair amount of the displays at Fantastic Caverns were purchased from another cave in
the late 1960’s, but very few people notice.
There are a lot of very elaborate displays out there today. But yours should reflect your
type of business. I truly loved Vickie’s stacked pallet display. It is extremely creative and goes a long way to project the trading post
theme that they have in their décor. Decide on what type of shop you have and fixture it accordingly. When we wanted to present a
store with a country feel we used things like salvaged whisky barrels and railroad ties with lots of burlap covering the imperfections.
The most effective displays actually cost very little, and I don’t mean the ones that vendors “give” us. I do not use those. If you choose
to, remember to cover or remove any branding that may be on them. A good display blends in with the background and allows the
merchandise to really stand out, not the opposite.
I mentioned those “vintage” displays that we have. They are painted to disappear into the architecture around them. Our other displays
actually cost very little. We used blocks left over from the construction of our Visitor’s Center as bases, old billboard panels to create
the tops, covered the tops with factory second upholstery material, and put glass shelves on them. This allowed us to put the
merchandise at eye level, shorter ones for children and taller ones for adults.

If your displays are selling your merchandise and not someone else’s brand, you have gone a long way to creating your own “brand”. A
few simple things are done to achieve this. As mentioned earlier, remove all vendor branding if possible, unless of course it is a
nationally recognized brand. Making your displays blend in with their surroundings is another thing we have gone over. Signs and
tagging are also effective branding tools.
Signage is easy. Decide what looks good in your shop and be
consistent with it. It can be as simple as using 8½ by 11 card stock and
printing it from your computer. When doing this, make sure that the
content of the sign is wrapped in a border, giving a texture to it and
always use the same or similar border throughout the store. For a few
dollars, you have branded signing.
Tagging is even easier. The most visible branding that we have in our
store is jewelry. No matter what your vendor tells you they will create
custom hangtags. The market is saturated with wholesalers and this is
an added value that most offer today to gain an edge over their
competitor. Whether you design it or let them, make sure it is
consistent within your jewelry line.
Another highly visible way to create a brand is with your apparel line. Notice I said apparel and not t-shirts, there is a difference. For
many decades we offered souvenir t-shirts. I started becoming more and more frustrated with this department as it became less and
less profitable. After several years of seriously evaluating t-shirts I came to a conclusion. It really didn’t matter what screen was on it,
we were still offering a brand of shirt that was available with a different screen at mass merchants all across America. When looking at
successful private label stores I realized that they were not selling the same brand. It may have been the exact same shirt, from the
exact same manufacturer, but it had a different label in it.
None of us handle enough volume to get a screen printer to remove a label and sew in a
new one, which is what most of the private label stores do. The screen printer we had
used for about 25 years was not willing to help us with this issue. So, after much trial and
error, a “brand” was found that is incredibly affordable and not available in mass
merchants. In fact it is mostly available in college bookstores. They offer a complete line
of active wear that has the look and feel of a private label mall store with our screens. To
complete our branding, a custom hangtag is placed in the shoulder to hold the price tag.
And we don’t just sell shirts, sweatshirts, and hats. Surprisingly we sell almost as many
shorts and pants. In working with this vendor we have created a line that sells, in some
cases, at a 5 time mark up. And believe it or not the fixtures that we use in our apparel
shop were previously used by a major department store chain.
No matter what you do to sell more merchandise, just remember to be creative and don’t
become stagnant. The retail industry is ever-changing and you should be too. Go to the
mall and see how they are doing it. Those major chain stores are rarely wrong and when
they are you seldom see it. That’s how it should be for you too. Don’t be afraid to take a
chance with merchandising and branding. The rewards can really be surprising at the
point of sale. And most importantly every day you should stand back and really look at
the whole picture. Ask yourself, “Is there anything I can do today to sell goods more
profitably tomorrow?”

Jeff Campbell
Fantastic Caverns

Are You On Facebook? Did You “Like” The NCA Page?
If You Haven’t Joined Yet… Why Not? No Excuse Now…
Use Your Smart Phone and Capture this NCA QR Code

WNS Committee Report
The disease continues to spread, with additional locations found in New Jersey, Virginia, North Carolina, Kentucky (hibernating bats in
6 caves in Daniel Boone National Forest in Kentucky tested positive), and Alabama (a TVA cave, Collier, in northwest Alabama had 2
bats, a gray and a tri-colored, that tested positive but showed no outward signs of infection).
Last month it was reported that 30 infected bats were taken to a bunker in Maine and that nine survived the winter. Those bats have
now been returned to their original caves.
Last month the Forest Service announced a tiered, adaptive-management approach for caves in the Rocky Mountain region. The
Center for Biological Diversity, with the Colorado Bat Society, Wyoming Outdoor Council, Great Old Broads for Wildernesses and the
Biodiversity Conservation Alliance filed an appeal against the USFS. They say that mandatory cave closures when WNS is detected
within 250 miles does not go far enough to protect bats. They also say that decontamination procedures are questionable under field
conditions.
The USFS is expect to award up to 50 grants (up to $50,000 each) to provide assistance to state agencies in addressing WNS.

Patty Perlaky
WNS Committee Chair

The Address Given By David Summers, President of the International Show Caves Association to
ACKMA’s WAITOMO 2013 CONFERENCE in New Zealand 13th May 2013
“The Business of Operating a Showcave”
Mr. President, Conference Convener, Conference Organizers, ACKMA Members and Invitees.
It is a wonderful privilege to not only be able to attend your Conference this year, but to also be able to address you. After a relatively
slow start, Australasia has burst onto the international stage of show caves, in a spectacular fashion. It started with the attendance of
your genial wanderer, Andy Spate, at the ISCA Conference 2006 in Bermuda. Andy did a wonderful job of telling the attendees, of the
wonderful caves that existed in Australasia.
This was followed by the attendance of a veritable gang, comprising Dan Cove, Barry Richard, Kent Henderson and Andy Spate, at the
th
2010 ISCA Congress in Slovakia. This Australasian crew secured the unanimous support of ISCA to hold the 7 Congress of ISCA at
Jenolan Caves in 2014, as well as causing a constant disturbance, I might add! Quite a track record, and well deserved. Australasia
followed this up with the attendance of Dan Cove and Gregory Middleton at last years ISCA Conference in Greece and Turkey.
Australasia has certainly stamped its presence on the world of show caves in recent years.
This is my second cave related visit to Australasia, and I have a third visit scheduled next year. Having originated, and grown up, in the
southern hemisphere I can assure you all that it feels really good to be in this half of the world again.
When I read about the Conference Theme of “the triple bottom line” of “people, planet, profit”, I became really excited. I have spent the
past six plus years of my presidency of ISCA, stressing the need for full attention to be paid to the visitor, the environment, and for
effective economic management of show caves.
The theme of people, planet, profit covers the full scope of what show caves are all about. I commend the author, or authors, of this
theme. The down side of this theme is that if I tried to address all three of these components I will be talking to you all day. In these
circumstances, I will focus on the third part of profit and a very, very important aspect of that.
There is no doubt that a show cave is a business. Not only is it a business, it must be a successful business. A business that must be
continuously successful. A business that may be able to withstand one or two years of not being successful, but not for an extended
period of time. Why is it so essential that the business of a show cave be successful? Because of the cave, that is the very basis of the
business, that is why.
When most businesses fail, they usually close down their operations, and the place that the business was operated in, is sold, recycled,
or otherwise disposed of. These options are not available to a show cave. The cave remains, long after the business that operated it as
a show cave has gone, and inevitably it will become vulnerable as the gating eventually fails to remain secure, as well as a whole
myriad of other consequences.

Having broadly painted the picture of what will happen if a show cave ceases to function, I will now focus on one aspect of the “profit”,
or economic side, of show caves that I have found to be commonly overlooked, or misread, all over the world. That is the seemingly
simple matter of inflation.
The scourge of inflation is one of the most common hidden traps lying in waiting for show caves. It is, in all probability, the single most
misunderstood financial factor that affects the economic fortunes of a show cave. Even the most seemingly astute operator seems
paralysed to the potential ravaging effect that inflation can have on the business of operating a show cave.
Inflation, which is a general increase in prices and the fall in the purchasing value of money, is like a slow cloud enveloping a business,
if not properly attended to. One of the most disconcerting aspects of inflation is the degree of any decrease, or the rarely encountered
increase, in the purchasing value of money, is not known until after the fact. Annual inflation cannot be calculated for a given year until
after the year is over, and the next year is beginning to be well advanced.
The dangers of inflation affects show caves of all sizes. Not just the mega size caves, but the smaller ones as well. Let us have a look
at how inflation can affect small and large caves over a five year period, with inflation averaging a seemingly modest three percent per
year throughout the five year period.
First let us consider the purchasing value of money at a small cave, with an admission price equivalent to 10 euros (or dollars if you
prefer) with an average admission level of 50,000 per year, where the impact of inflation is ignored and the admission price is held at
the same rate for the full five year period.
At the end of the first year the value of the gross income is 50,000 x 10 = 500,000
At the end of the second year the value of the gross income is 50,000 x 9.70 = 485,000
At the end of the third year the value of the gross income is 50,000 x 9.41 = 470,000
At the end of the fourth year the value of the gross income is 50,000 x 9.13 = 456,500
At the end of the fifth year the value of the gross income is 50,000 x 8.86 = 443,000
In effect the small cave operator, in this example, is receiving 57,000 less than was being received five years previously, in terms of the
value of money.
Let us now look at the effect of ignoring the purchasing value of money on a larger show cave operation with an admission price of 15
euros (again dollars if you prefer) held at the same rate, with an average admission level of 200,000 per year, and an inflation rate of
three percent for the five year period.
At the end of the first year the value of the gross income is 200,000 x 15 = 3,000,000
At the end of the second year the value of the gross income is 200,000 x 14.55 = 2,910,000
At the end of the third year the value of the gross income is 200,000 x 14.11 = 2,822,000
At the end of the fourth year the value of the gross income is 200,000 x 13.69 = 2,738,000
At the end of the fifth year the value of the gross income is 200,000 x 13.28 = 2,656,000
The larger cave operator, in this example is receiving 344,000 less in the fifth year than was being received five years previously, in
terms of the value of money.
As the President of ISCA I have visited a lot of show caves around the world, and I can tell you that I have not come across a small
cave operator, who would willingly and knowingly, give away 57,000 euros or dollars a year. Or a large cave operator, who would
willingly and knowingly, give away 344,000 euros or dollars a year. Note that I said willingly and knowingly. I have come across many
who are unknowingly loosing these amounts.
The answer to the scourge of inflation is vigilance and awareness. The show cave operator must be fully aware of the effect that
inflation will have. On average I would offer you the notion that if a show cave holds its admission price unchanged for more than two
years, it is making a huge problem for itself.
Another important message that I have for you on admission prices is do not be afraid of arriving at fractions of whole numbe rs. I can
recall proposing that the admission price at the Crystal Caves of Bermuda be increased to $17.50. The General Manager, at the time,
protested that the price should be $17.00 otherwise we would have to be dealing with a lot of coins. After I pointed out that 80,000 times
50 cents equaled $40,000 a year, there was no further argument.
My final message to you all is that you increase your understanding of the effect that inflation has on your show cave. Stay current with
it, and react accordingly. It can be a great friend, or an awesome enemy. Do not let inflation creep up on you.
Thank you.

David Summers
ISCA President

NCA Convention Vendor Show Update
How would you like $500.00?? Keep reading and you’ll find out!
The Retail Committee and the Convention Committee wanted to give everyone an
update on the up and coming Vendor Show during the convention! We are now at
the end of May and we already have nearly 31 booths filled for the vendor show!
Bridal Cave and crew are making sure that this will be the best convention “ever”.

This could be yours!!!
th

Everyone will want to arrive at the convention site on the morning of Monday, October 14 !! Starting at 12:00 the Vendor Show will
open and remain open until 6:00. Bring your inventory sheets and prepare to place orders! Did I hear someone say, “I’ll order my
merchandise at the regional gift show.” Oh and did I hear someone else say, “Why should I drag all my inventory sheets to the
convention?” My answer is $500.00! Every time you place an order your name will go into a box. The more orders you place the more
chances you will have. At 6:00 all the cards will go into a hat and during the Opening Reception Steve Thompson will be drawing a
name out of the hat to win a $500.00 Visa Gift Card!! To help you plan your Vendor Show experience we will be giving you a list of
exhibitors each month during Cave Talk! Here is the list of vendors so far:

Brush Art

-

Stonecraft Collection

Grandma’s Lye Soap
Lake Printing
Hogeye, Inc.

-

-

IGES

-

-

Driftstone Pueblo

Safari Ltd.

Village Originals

Lipco Group

Pikes Peak Rock Shop

-

-

-

Calico Cottage

Fun Pictures Online

Web Printing Connection

Rocky Hop

Lamar Advertising

-

-

-

-

Accelerando

-

-

-

A.T. Storrs

Squire Boone Village
Oceanic Linkways

LW Bristol Classics

Tap Packaging Solutions

-

-

Joy Enterprises

-

-

Prairie Mountain
-

Ohiopyle Prints

Paykoc Imports

Retail Information Systems
-

Taste of the Rockies

Please stay tuned for more information to come in following Cave Talks!
NCA Buyers Group: I just have to take this opportunity to say once again how great you guys are!!!!! We have had a lot of questions
this spring and everyone has been so great at giving their thoughts/opinions and sharing their expertise! I am so glad we have such an
awesome group of people!
Here’s to a great 2013 summer season!!

Claudia Yundt
NCA Retail Chair

Dear Cavers,
The National Speleological Society (NSS) is moving its
headquarters and you benefit! We are offering 10 books to
our caving friends at very low prices. We would rather move
them your offices than into the new NSS office. Save as
much as 50% off the prices of these popular books.
To place an order: www.NSSBookstore.org For more details, contact me at manager@caves.org or by calling 1-256-852-1300.
Sincerely,

Stephanie Searles,
NSS Office Manager

From Deep Down in the Archives… Timeline 1977
Texas Cave Protection Act Signed in May 1977
Gov. Dolph Briscoe signs into law a bill sponsored
by Rep. Bennie Brock, left, known as the “Texas
Caverns Protection Act.” Brock said, “Generations
of Texans will benefit by this legislation as one of
the spectacular natural wonders which make this
state great which are the numerous caves
throughout Texas. This bill will protect these caves
from destruction.”
Present for the signing were Sen. John Traeger,
right, and Mrs. Harry (Clara) Heidemann, next to
Traeger, who is owner and operator of Natural
Bridge Caverns. Mrs. Heidemann’s daughter-inlaw,
Mrs.
Reginald
(Joye) Wuest
and
grandchildren Brad Wuest, standing, and Travis
Wuest who in his mother’s arms.

Have you been enjoying the old photographs each month?
Our supply is running low… we need more!
Help Us Out Please!! Countdown to Our 50th Anniversary is Here and 2015 is Not that far Away!
th

In 2015 the NCA will celebrate our 50 Anniversary. Steve Rawlings and Bob Holt are heading up the History Committee. We are
looking for photographs from conventions and photographs from your cave that might include some of our former and
current members. Thank you Ginny Terk for your recent contribution of photographs! Very much appreciated!
The plan is to put together both a commemorative booklet and video for our big celebration. If you have such items that you would like
to share, please scan them and send them to Steve or Bob. If you don’t have a means to do that, please send the originals and we will
copy them and return them to you.
History Committee Chairmen
Steve Rawlings stever@mercercaverns.com
Bob Holt bob@cavern.com

Mark Your Calendar!












International Congress of Speleology 2013, Brna, Czech Republic, July 21 - 28, 2013
NSS Convention 2013, Shippensburg, Pennsylvania, August 5 - 9, 2013
NCA Convention 2013, Host: Bridal Cave, Lake of the Ozarks, Missouri, October 13 - 18, 2013
IGES/SSS 2013, Sevierville & Pigeon Forge, Tennessee, November 5 - 9, 2013
IAAPA 2013, Orlando, Florida, November 18 - 22, 2013
Tucson Gem and Mineral Shows 2014, Tucson, Arizona, February 1 - 16, 2014
NCA Mid-Winter Board of Directors Meeting, Renaissance Airport Hotel, St. Louis, Missouri, February 24 - 26, 2014
NCA Convention 2014, Host: Cave of the Winds, Colorado Springs, Colorado, September 22 - 26, 2014
NSS Convention 2014, NSS Headquarters, Huntsville, Alabama, July 14 - 18, 2014
International Show Caves Association Congress 2014, Jenolan Caves, New South Wales, Australia, November 2 - 8, 2014
IAAPA 2014, Orlando, Florida, November 17 - 21, 2014

Got News?
Please make sure you let Bob Holt know when you have news to share with the membership regarding you and your cave. It is the goal
of the NCA office to produce more issues of Cave Talk and this can only happen when you help with the sharing of your news. Please
send your articles, photographs to bob@cavern.com.
July 2013 Cave Talk Deadline
Please have all articles to Bob Holt no later than June 15. Thank you!

